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Abstrak 
 Konsumen private brand di Indonesia mulai meningkat karena 
konsumen mulai percaya dengan private brand, tetapi pertumbuhan  
konsumen private brand masih tidak terlihat jelas karena masih banyak 
konsumen Indonesia sebagian besar lebih memilih produk nasional 
khususnya kalangan menegah ke atas karena pemasaran dan  kualitasnya 
masih kurang. Private brand dipandang sebagai produk dengan kualitas 
kelas dua oleh konsumen, beberapa penyebabnya yaitu kemasan yang 
sederhana dan cenderung tidak menarik, harga yang sedikit lebih murah 
dibandingkan dengan produk merek nasional yang sudah terkenal lebih 
dahulu, sedikitnya keragaman produk, kurangnya promosi dari pengusaha 
ritel terhadap produknya, konsumen telah terbiasa menggunakan produk 
dengan merek nasional, sehingga telah mengetahui kualitasnya kemudian 
enggan mencoba produk dengan private brand. Berdasarkan hasil penelitian 
terhadap 200 orang yang ingin untuk membeli private brand di carrefour 
surabaya dengan analisis SEM diperoleh hasil Perceived risk (x1) 
berpengaruh terhadap purchase intention (y2), perceived value (x2) 
berpengaruh terhadap Purchase intention (y2), tetapi brand evaluation(y1) 
tidak berpengaruh signifikan terhadap purchase intention (y2) 
 
Kata kunci : Private brand, SEM, Perceived risk, Perceived value,Brand       





 Private consumer brand in Indonesia began to increase as 
consumers begin to trust the private brand, but the growth of private brand 
consumer is still not clear because there are many Indonesian consumers 
mostly prefer national products, especially among the middle and upper due 
to marketing and the quality is still lacking.  Private brand is seen as a two-
class quality products to consumers, some causes are simple packaging and 
tend not attractive, the price is slightly cheaper than national brand 
products that are well known in advance, at least a diversity of products, 
the lack of promotion of the product to retailers , consumers have been 
accustomed to using products with national brand, so it has to know the 
quality is then reluctant to try private brand products.  Based on the results 
of a study of 200 people who want to buy private Carrefour brand in 
Surabaya with SEM analysis results obtained Perceived risk (x1) effect on 
purchase intention (y2), perceived value (x2) effect on Purchase Intention 
(y2), but the brand evaluation (y1) no significant effect on purchase 
intention (y2)  
Keywords: Private brand, SEM, Perceived risk, Perceived value, Brand 
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